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To ensure that a continuous activity of the Cluj Marketing Centre for farm and food products is 
developed, a PHARE 2004 project, self-commercializing local vegetal products is chosen as a secondary 
object of activity. The following were started: environment analysis, an evaluation of income and 
expenses earmarked to this activity by assessing the conjuncture and market tendencies. The geographic 
area of the market is Cluj Napoca municipality and product portfolio for the time of the year left 
(September-December) is made of: tomatoes (September-October), green pepper (September-
November), kapia pepper (September-November), aubergines (September-November), cornichon 
cucumbers (September-November); autumn cabbage (September-November); strawberries (September-
October); plums (end September-October), apples (end September-October), watermelons (September-
October); melons (September-October). 
One can see that these products fill the market; however, they are required by the Cluj Marketing 
Centre for farm and food products to penetrate the market. Success is, if the mentioned product portfolio 
is accounted at small prices on the market and their quality and aspect is up to the European standards 
(the mission of the Marketing Centre). 
Producers’ offer analysis of season vegetable products was started almost all over the county, 
then the analysis of the products’ clients, which in many situations are just the competitors. 
Calculations and interpretations took two ways: the first is using rented transport means and the second 
is financially leased transport means. Following calculations and establishing the profitability threshold 
for each product in the portfolio, three trading scenarios or hypotheses have been elaborated as follows: 
a) optimistic: suggests conquering 8% of the market, meaning 64.65% of the maximum marketing 
capacity (150 tons per month); thus, under the circumstances of the perishability rate growing 
low, products can be entirely accounted at the esteemed selling price. 
b) medium: suggests conquering 5% of the market, meaning 40.41% of the maximum marketing 
capacity by diminishing the perishability rate, 80% from portfolio products are esteemed to be 
accounted on esteemed marketing price and 20% at the producer’s price; 
c) pessimistic: suggests conquering 2% of Cluj market, meaning 16.61% of the maximum 
marketing capacity; thus, under the circumstances of the perishability rate growing low, 80% of 
the goods are esteemed to be accounted and 20% at the producer’s price. 
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